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Perusahaan yang memiliki produk yang inovatif, cara-cara 
periklanan yang baik, kecocokan produk yang dibuat dengan kemampuan 
perusahaan, serta kualitas produk yang baik dapat meningkatkan citra 
perusahaan dan pada akhirnya meningkatkan ekuitas merek perusahaan 
tersebut. Penelitian ini memiliki tujuan untuk menguji pengaruh innovation, 
advertising, perceived fit dan perceived quality terhadap brand equity 
melalui corporate image. Penelitian ini bertujuan untuk mengembangkan 
pemahaman konsep ekuitas merek 
Pada penelitian ini yang dipakai adalah penelitian konklusif pada 
studi experimental atau causal research. Teknik pengambilan sampling 
yang digunakan adalah non probability sampling. Jenis metode yang 
digunakan adalah purposive sampling. Sampel yang digunakan berjumlah 
200 orang konsumen Yamaha Mio di Surabaya. Data dikumpulkan dengan 
menggunakan kuesioner. Teknik analisis yang digunakan adalah structural 
equation model dengan bantuan program Lisrel. Hasil analisis ini 
menunjukkan bahwa innovation, advertising, perceived fit dan perceived 
quality berpengaruh secara langsung terhadap corporate image, dan secara 
tidak langsung terhadap brand equity. 
 
Kata Kunci: Innovation; Advertising; Perceived Fit; Perceived Quality; 





THE INFLUENCE OF INNOVATION, ADVERTISING, PERCEIVED 
FIT AND PERCEIVED QUALITY OF BRAND EQUITY WITH THE 
CORPORATE IMAGE AS INTERVENING VARIABLES ON THE 





Companies that have innovative products, ways of advertising is good, 
the suitability of the products made by the company's ability, as well as the 
good quality of the products can improve the company's image and 
ultimately enhance the company brand equity. This research has the 
purpose to test the influence of innovation, advertising, perceived fit and 
perceived quality of brand equity with the corporate image as mediation 
variables. This research aims to develop an understanding of the concept of 
brand equity 
In this study used is the conclusive research on the study of experimental 
or causal research. Retrieval technique of sampling used is non probability 
sampling. The type of method used is the purposive sampling. The sample 
used was 200 people consumers Yamaha Mio in Surabaya. Data were 
collected using a questionnaire. The technique used is the analysis of 
structural equation modelling with Lisrel program assistance. The results of 
this analysis indicate that innovation, advertising, perceived fit and 
perceived quality effect directly against the corporate image, and indirectly 
to the brand equity. 
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